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for the new generation  
of farmers — and the next
A farm business is like any other — your immediate 
thoughts are about the jobs you have to do today.

But to stay in business, you need to think beyond 
tomorrow. You need to think about new ways to 
make your business grow and prosper. Since most 
farm businesses are run by the family, there’s 
also the planning for one generation to retire 
comfortably while allowing the new one to take 
over and build for the future.

Country Guide is for farmers who are thinking 
beyond today to how they can position their 
farm businesses for success in the future. This 
magazine is your way to connect with the farmers 
of tomorrow.

In each Country Guide you’ll find:

•  Planning. Today’s farmers need management 
skills — managing finances, managing employees, 
managing their marketing and managing the 
direction of the farm. Country Guide talks to 
those who are managing successfully, and to the 
professional advisers who can help.

•  People. Whether it’s succeeding in traditional 
commodity agriculture, diversifying into value-
added processing, or taking over the farm from their 
parents, there’s one common element — the people 
who do it.  Country Guide features profiles on how 
farmers young and old are changing, evolving, 
envisioning and making their operation a success.

•  Production. Country Guide is published in eastern 
and western editions to reflect the differences in 
producing crops across such a large country. In 
all our production articles, we take the “Strategic. 
Business. Thinking” approach of our tagline, looking 
at how to apply the latest and best in production 
management and technology. 

If you’re thinking about tomorrow in your business, 
Country Guide is your vehicle for staying in touch  
with farmers who are thinking about tomorrow in 
theirs. As Canada’s longest-running  farm publication, 
we know about maintaining a long relationship with 
our readers. To be part of that relationship, be part of  
Country Guide.

T
he regional Manitoba Ag Days indoor farm 
machinery show in Brandon takes place 
every January, but isn’t exactly known as the 
kind of event where major manufacturers 

debut new machines — with one notable exception.
Versatile, whose manufacturing plant is just two 

hours down the highway, has embraced the event as a 
place to show its new machines to a local audience.

“Ag days is always a good show for us; it’s our 
home market,” explains Adam Reid, Versatile’s mar-
keting manager. “We’re well known here, so it makes 
sense for us to launch new products here. Because it’s 
the Brandon show, because it’s so close to home, we 
wanted to make sure we had a really good presence 
here this year.”

Big among the new products the brand debuted is 
the RT 520, the successor to the firm’s outgoing RT 490 
combine. The 520 gets some tweaks to the same basic 
threshing body used on the 490, such as a larger clean 
grain elevator.  

“[It] will actually help improve capacity especially 
in wet crops,” Reid says. “We also have a new feeder 
chain system on the front.”

But the main improvements are up front where the 
operator lives.

“The feedback from customers has been good on 
the threshing,” says Reid. “But they really wanted more 
operator comfort, especially with the amount of time 
you spend in there. So in addition to making the cab 
bigger, we’ve made it quieter.”

VersaTile 
debuts for 2018
Winnipeg-based manufacturer shows 
new combine, anniversary tractor

machinery	

6     MARCH 13, 2018  /  COUNTRY-GUIDE.CA

The Versatile RT 520 combine replaces the previous RT 490 

that it introduced in 2011. PHOTO: VERsATIlE.By Scott Garvey  /  CG MACHINERY EDITOR

The company may do a limited production run of its one-off silver anniversary edition front-wheel assist tractor if customer 

demand warrants it.  PHOTO: sCOTT GARVEY
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A
s U.S. and Canadian farm 
equipment dealerships wres-
tled with their hangover from 
the half-decade of hyper sales 

activity that ended a couple of years ago, the 
job of finding new homes for a large num-
ber of used machines may have been their 
biggest problem.

For the most part, that trouble has now 
faded from view, for Canadian dealers at 
least. Dealer used-equipment inventories 
have settled into a new normal.

One factor that helped ease the problem 
is that demand for good used machinery in 
Canada is now reasonably strong.

But Jim Wood, chief sales and operations 
officer at Rocky Mountain Equipment, says 

the good harvesting conditions this past fall 
caused a bit of a slowdown in sales as many 
farmers kept their current machines work-
ing through the good weather.

“As far as the industry goes, I think 
everyone would say they’d like to have sold 
a little more,” he says. “But I think because 
of the easy harvest, everyone was left with a 
little more (inventory) than they thought.”

Even though there is no longer a general 
glut of machines sitting on dealership lots, 
Canadian retailers once again face the need 
to cope with increased investment in used 
inventory. But this time it isn’t because of 
too many unwanted machines, it’s due to 
the Canadian dollar faring too well against 
the U.S. greenback. The higher exchange 

rate has pushed up the price of new equip-
ment and lifted the values of late-model 
used equipment right along with it.

For dealers, that means their total used 
investment is higher, Wood explains. “But 
it’s just because the dollar (amount) is 
higher. The number of units is down.

EquipmEnt salEs 
EvolvE for 2018
rmE exec Jim Wood talks about 
Canadian ag machinery sales trends

BUSINESS

By Scott Garvey  /  CG MaChinery editor

16     MarCh 13, 2018  /  CoUntry-GUide.Ca

Jim Wood is the chief sales and operations 

officer at RME. Photo: rMe

Looking for growth
Rocky Mountain Equipment, Canada’s largest dealer of both CNH 
brands (Case IH and New Holland), already has over 35 stores 
across the prairie provinces, but according to Jim Wood, chief sales 
and operations officer, the company is always on the lookout to add 
to that number.

“We’re definitely always open (to it),” he says of expansion 
opportunities. “But you have to have willing sellers too, right?”

Finding willing sellers of established dealerships is getting to be a 
bigger challenge as more and more consolidation has taken place in 
the industry. That also means there are other retail chains out there 
that may be competition in the hunt for established stores to add to 
their networks.

“But we’re definitely looking,” Wood says. “We’ve delivered on 
our balance sheet and kept inventories in line, so we’re definitely 
healthier than we’ve ever been. We want to expand; it’s just where 
and when.”

And although there may be a few isolated opportunities in regions 
such as the northern Peace River district of B.C. or communities in 

northern Alberta to create startup stores, Wood isn’t eager to go 
down that road. The initial investment is high and it can be a very 
time-consuming and expensive process, with a lapse of several 
months before the company could even open the doors for business.

“For us it’s tough to put a fresh store in somewhere,” he says. 
“Because you have to hire people, you have to develop the area. I’d 
much rather just buy something that already exists somewhere. It’s a 
heck of a lot easier.”

One of RME’s new outlets, which shows the building design the 

company hopes to eventually have at all its locations. Photo: rMe
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legally 
Speaking T om Kilcer says farmers are miss-

ing an opportunity to create 
greater value from cover crops 

by using them in a carefully planned 
winter forage system. He’s promoting 
a system that gives up some yield in 
corn silage planted after the winter 
forage in order to gain overall total 
yield over a whole growing season.

Kilcer, a longtime Cornell Uni-
versity extension educator who now 
runs his own consulting company, 
Advanced Ag Systems, talked about 
double cropping in northern forage 
areas at the Canadian Forage and 
Grasslands Association conference last 
November in Guelph, Ont.

“Winter forage is cover crops on 
steroids,” he said.

He listed several advantages of winter 
forages, including the ability to produce 
more to fill the popular higher-forage 
diets for dairy cows, increasing dry mat-
ter produced per acre by 25 to 30 per 
cent and having the ability to harvest 
quality forage before spring grasses or 
legumes are ready.

Planting forages in the fall also 
helps change the timing of spring 
planting, moving some of the seeding 
to later in the season.

Not only can the winter forage 
make up for any difference in plant-
ing later-season corn, but subsequent 
crops showed yield increases. Corn 
over a three-year average increased in 
yield by eight to 15 per cent, soybeans 
were up eight to 15 per cent and 
nitrate in drainage water was reduced 

from 21 to 38 per cent. Surface water 
infiltration increased by seven times.

Those are numbers that are not 
surprising from other cover crop 
research, but Kilcer goes further in 
promoting the value of winter forages 
as a double crop that pays, producing 
six to 10 tons of forage per acre.

Treat it like a feed crop
“The first thing you need to under-
stand is we are not growing a cover 
crop, we’re growing a winter forage,” 
he said. Kilcer does most of his work 
with triticale as his winter forage of 
choice. Use a seed treatment and good 
seed, he says, as you’re growing a crop 
you need for feed, not just a cover.

The most important factor is to 

get the forage crop planted on time. 
Where Kilcer does most of his work, 
that’s 10 days to two weeks before win-
ter wheat in the fall.

His research found a 20 per cent 
increase in yield for forages planted 
September 9 versus October 5. The 
key is to get tillering happening 
before the triticale goes dormant in 
the late fall. Bonus heat units in the 
fall and nitrogen are helpful to get 
that fall tillering.

Fertilizer also had an effect only if 
the crop was planted early, with a 14 
per cent increase in yield to manure 
if planted in early September, versus 
no response if planted in October. Be 

Don’t call it ‘cover,’ call it ‘feed’
How sacrificing some silage yield can gain another  
six to 10 tons of forage per acre By John GreiG

Continued on page 40

Canadian Forage  
and Grassland  
Association

A special supplement 
brought to you by

Forage & Grassland Guide is produced in partnership by the Canadian Forage & Grassland Association (CFGA) and Glacier FarmMedia LLP and distributed through  
Country Guide, Canadian Cattlemen and Le Bulletin des agriculteurs. It focuses on forage and grassland issues of importance to crop and livestock producers across Canada.

F o r aG e  & G r a s s l a n d  G u i d e    201838     co u n t r y  G u i d e  /  m a r c h  2018

tom Kilcer recommends triticale as a cover crop with high feed value, and says to manage it as a feed crop, not 
just a cover, using seed treatment and good seed.  Photo: university of nebraska
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Tom BuTTon  Editor
Country Guide editor Tom Button leads our 
editorial team producing Canada’s national 
business magazine for farmers with its insightful 
coverage of management and cropping issues. 
Tom has an extensive background in  
agricultural publications and has also had a 
successful career in marketing and corporate 
relations roles with leading Canadian 
agricultural agencies. 
Now based in Ridgetown, Ont., Tom has 
also advised numerous agri-industry, farm 
organization and government groups, and 
speaks and writes frequently on the future  
of agriculture.

Maggie Van CaMp  Sr. Business Editor
Maggie Van Camp is award-winning associate 
editor with Country Guide, with a national 
audience for her in-depth and nuanced writing 
on farm business and management issues. 
Maggie is a University of Guelph aggie with her 
B.Sc. in Agriculture, and in addition to having 
been senior editor at Grainews before joining 
Country Guide, she freelanced for a large 
number of publications. 
Maggie also farms north of Oshawa, Ontario, 
and is CEO of Redcrest Farms, raising about 
25,000 broilers.

Lisa guenther  Field Editor
Field editor Lisa Guenther lives close to 
the ranch where she was brought up in 
northwestern Saskatchewan. She (usually) 
enjoys working cattle on horseback, helping 
with seasonal chores, and watching the 
operation while her parents are away. Her 
reporting has won awards with the Canadian 
Farm Writers’ Federation, and received an 
honourable mention with the North American 
Agricultural Journalists.

raLph pearCe  Production Editor
Ralph Pearce is a 30-year media veteran  
with credits in radio and community 
newspapers, and a national reputation for his 
reporting and editorial work on agricultural 
cropping and production issues in Eastern  
and Western Canada. 
Based at St. Marys, Ontario, Ralph joined the 
staff at Country Guide as a contributing editor 
and is now production editor, where he uses  
his in-depth knowledge of crop issues and  
his extensive network of farm, company  
and government contacts to produce  
award-winning coverage.
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stats: september 2017 Prepared by Bramm research inc.

readershiP
here’s what our readers say in the east:

87%
Are farm owners  

or managers

46%
Go online to learn more after  

reading Country Guide

98% 
Find the content very/ 

somewhat useful

90% 
Pick up useful ideas  

from articles

grow soybeans70%

grow corn67%

grow wheat59%

When compared to four other western publications and four other Ontario farm 
publications, Country Guide receives the highest ratings for the following statements:

•  Gives me excellent business 
management information

•  Brings me opinions and perspectives 
that help me think about my farm 
from a business perspective

•  Contains credible information

•  Contains independent and 
unbiased information

•  Journalists writing for this 
publication are extremely qualified

•    Articles in this publication are 
timely and up-to-date

#1 rankings:

here’s what our readers say in the West:

97% 
Find the content very/ 

somewhat useful

81%
Are farm owners  

or managers

91% 
Pick up useful ideas  

from articles

grow canola73%

grow wheat67%

In Western Canada print 
Farm Management and 

Finance Information2
 Ranks

ipsos survey:
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content calendar / deadlines
Deadline is noon central time on the dates indicated.

issue Date DeaDLine 2018  eDitoriaL Crops guiDe West Crops guiDe east suppLeMents/features
may/June april 27  cross-canada road trip sustainability  cover crops toyapalooza feature

July/august June 22  annual insight issue on-farm storage  cereals/wheat  

september 4 august 3  annual marketing issue soil fertility  soil health - corn guide  - marketing feature 
       - gPs / Precision ag feature

october 9 september 7  money management issue cereals  seed & Plant Breeding  - forage & grassland guide (roP) 
      - soybean guide   
       - money management feature 
       -toyapalooza feature

november 6 october  5  education canola  alternate crops  - education - agdatapalooza

december 4 november 2 opportunities issue 2018 review  research  equipapalooza 

issue Date DeaDLine 2019  eDitoriaL Crops guiDe West Crops guiDe east suppLeMents/features
January 8 november 30 thrive in 2019 Precision ag Precision ag/Big data  corn guide 

february 1 december 14 leadership Pulses and special crops  fertility & nutrients  - national Potato guide   
      - eastern weed mgmt guide   
           corn, soybeans, wheat

february 12 January 11 Business innovation Plant Breeding/innovation  innovation  soybean guide 

march 1 January 25 the next generation weed control  weed management  - forage & grassland guide (roP)

march 12 february 8 gearing Up/machinery disease management  machinery innovations  seed treatment guide

march 26 february 22 new Partnerships Planning for seeding  diseases 

april 16 march 15 summer Business insect management  insects 

may/June april 26  cross-canada road trip sustainability  cover crops toyapalooza feature

July/august June 21 annual insight issue on-farm storage  cereals/wheat  

september 3 august 2 annual marketing issue soil fertility  soil health - corn guide  - marketing feature 
       - gPs / Precision ag feature

october 8 september 6  money management issue cereals  seed & Plant Breeding  - forage & grassland guide (roP) 
      - soybean guide   
       - money management feature 
       -toyapalooza feature

november 5 october  4 education canola  alternate crops  - education - agdatapalooza

december 3 november 1 opportunities issue 2019 review  research  equipapalooza 
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ad rates advertising
oPtionsRates effective as of March 1, 2018

suppLieD inserts /  
post-it notes / poLybagging  
Rate, issue availability, production requirements, 
closing dates, and other detailed information available 
on request. Rates for special space units (gatefolds, 
etc.) are available on request. 

speCiaL positions 
Guaranteed and preferred positions when available 
and requested, add 25% exclusive of colour and 
mechanical charges. Not held from year to year 
without specific written booking insertions from 
advertisers. 

spLit Copy 
Regional advertisers may make copy substitutions 
in any combination of regions or provincial editions. 
Additional cost for each substitution is $1000 net. 
Minimum quantity for splits is 1,000 pieces and must 
be at least 350 lines.

aD unit
nationaL West east

b&W rate fuLL CoLour b&W rate fuLL CoLour b&W rate fuLL CoLour

Double page spread 16,128.00 22,468.00 9,853.20 13,413.20 6,484.80 9,264.80

full page 8,064.00 11,234.00 4,926.60 6,706.60 3,242.40 4,632.40

2/3 page 5,376.00 8,546.00 3,284.40 5,064.40 2,161.60 3,551.60

1/2 page spread 8,064.00 14,404.00 4,926.60 8,486.60 3,242.40 6,022.40

1/2 page island 4,838.40 8,008.40 2,955.96 4,735.96 1,945.44 3,335.44

1/2 page 4,032.00 7,202.00 2,463.30 4,243.30 1,621.20 3,011.20

1/3 page 2,688.00 5,858.00 1,642.20 3,422.20 1,080.80 2,470.80

1/4 page 1,996.80 5,166.80 1,219.92 2,999.92 802.88 2,192.88

1/6 page 1,344.00 4,514.00 821.10 2,601.10 540.40 1,930.40

earlug 5,166.80 2,999.92 2,192.88

front banner 7,202.00 4,243.30 3,011.20

outside back Cover 12,919.10 7,712.59 5,327.26

inside back Cover 12,357.40 7,377.26 5,095.64

inside front Cover 12,582.08 7,511.39 5,188.29

$19.20/agate   B&1 $1060   
B&3 $3170

$11.73/agate   B&1 $1060 
B&3 $1780

$7.72/agate   B&1 $530 
B&3 $1390
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ad sizes file sPecifications

PUBlication sPecs
 Trim Size 8.125” X 10.75”

 Binding Saddle-stitched

 Column Depth 10”

 Standard Column Width 2.167”

 Two Columns  4.58”

 Three Columns 7”

 Halftone line screen 150

 Dot gain 20% on SWOP coated

 Printing Heat-set web offset

aD unit
*all sizes W x D

non bLeeD  
DiMensions

bLeeD aD DiMensions

LiVe area triM bLeeD*

Dbl. page spread 15.125" x 10" 16.25" x 10.75" 16.75" x 11.25"

full page 7" x 10" 8.125" x 10.75" 8.625" x 11.25"

2/3 page
h: 7" x 6.5" 
v: 4.58" x 10"

h: 8.125" x 6.9"   
v: 5.142" x 10.75"

h: 8.625" x 7.4"   
v: 5.642" x 11.25"

1/2 page spread 15.125" x 5" 16.25" x 5.4" 16.75" x 5.9"

1/2 page island 4.58" x 7.5"

1/2 page
h: 7" x 5"   
v: 3.333" x 10"

h: 8.125" x 5.4"   
v: 3.9" x 10.75"

h: 8.625" x 5.9"   
v: 4.4" x 11.25"

1/3 page
h: 7" x 3.357"  v: 2.167" x 10"
s: 4.58" x 5"

h: 8.125" x 3.75"   
v: 2.73" x 10.75"

h: 8.625" x 4.25"   
v: 3.23" x 11.25"

1/4 page h: 7" x 2.5"   s: 3.333" x 5" h: 8.125" x 2.9" h: 8.625" x 3.4"

1/6 page h: 4.58" x 2.5"  v: 2.167" x 5"

ear Lug 2" x 2"

front banner 3.875" x 2.25" 4.125" x 2.5" 4.625" x 3"

outside back Cover 7" x 10" 8.125" x 10.75" 8.625" x 11.25"

inside back Cover 7" x 10" 8.125" x 10.75" 8.625" x 11.25"

inside front Cover 7" x 10" 8.125" x 10.75" 8.625" x 11.25"

fUll Page

8.125"x10.75"

LIVE AREA
7"x10"

Bleed
8.625"x11.25"

* Bleed ad size dimensions include .25” bleed on all sides

safety Margins  (measured from 
trim size): Keep text, logos, etc. 0.375” 
away from gutter on spreads. Full page 
& spreads allow 0.625” sides, 0.375” top 
and bottom. To avoid trimming into type, 
and to assure uniform margins on bleed 
ads, keep dimensions of type area to 15” 
x 10” maximum for double-page spreads, 
and 7” x 10” maximum for full page ads. 
Bleed ads must have a minimum of .25” 
bleed allowance on head, foot, and fore 
edge. Crop/registration marks should 
have an offset of .25”.

Minimum depth of advertisement: 
One col.: 1”  Two col.: 1.5”   
Three col.: 2.5”

One-column and two-column ads more 
than 9” deep and three column ads 
more than 7” deep run as full column 
depth and are charged as such.

eLeCtroniC MateriaL  Electronic 
files (including inserts) must arrive in 
press-ready (high res X1A file) Acrobat 
PDF format (8.0 compatible). When 
saving a file in PDF format ensure all 
fonts are embeded and limit photo 
resolution to 300 dpi. Colour ads 
must be CMYK, RGB images are 
not acceptable. Files must be sent 
electronically by e-mail to  
ads@fbcpublishing.com OR uploaded 
by ftp to vip.fbcpublishing.com 

pLease note  We DO NOT ACCEPT 
ads in Microsoft Word, Publisher or 
InDesign format. All files will be reviewed 
to ensure they meet Glacier FarmMedia 
pre-press standards. Clients will be 
contacted regarding any modifications 
required. Publisher will not be held 
responsible for any errors made when 
original deadlines are missed.

CoLour guiDanCe  An accurate 
colour proof must accompany all 
advertising materials. In the absence of 
a colour proof, publisher will not be held 
responsible for unsatisfactory colour 
reproduction.

ink Density  Adjust ink limit in photos 
and rich blacks so that total coverage 
does not exceed 240%.

fine Line Work anD Lettering  
Fine serifs, small lettering, and thin line 
work should be restricted to one colour 
and preferably not smaller than 7 point. 
The use of small letter (under 7 points) 
and fine serifs should be avoided. 
Publisher can not accept responsibility 
for reproduction and/or legibility of any 
type under 7 point.
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terms & conditions
new accounts 
Transient and new accounts, cash with order. Credit applications are required on 
all new accounts that have not authorized credit card payments.

terms 
Accounts payable in Canadian funds. Net 30 days. Publisher reserves the  
right to charge 1.5% interest per month (18% per year) on overdue accounts.

Contracts & schedules 
Contracts are based on volume committed in advance for a 12-month period.

Advertising not scheduled and contracted for will be immediately subject to any 
rate change. Contracted advertising will be rate protected for 3 months.  
The publisher is not bound by any conditions, printed or otherwise, appearing on 
contracts or copy instructions when such conflict with the provisions of this  
rate card.

Contracts for advertising at other than published rates will not be accepted.  
The publisher reserves the right to hold any advertiser and its advertising  
agency jointly and severally liable for such monies as are due and payable  
to the publisher.

Commission 
15% will be paid to recognized agencies on the gross charges for space, colour, 
and position, when ad copy is forwarded via FTP or e-mail. 

advertising Content 
All copy subject to the approval of the publisher, who reserves the right to reject, 
discontinue, or omit any advertisement or cancel any advertising contract without 
penalty to either party.

Publisher reserves the right to place the word “Advertisement” centered in 8pt 
Helvetica over any paid announcement.

Dollar Volume Discount 
Glacier FarmMedia offers the following dollar volume discounts. These apply to 
gross advertising dollars spent within a 12-month period in any Glacier FarmMedia 
print publication with the exception of the Western Producer, Seed Manitoba, 
Yield Manitoba, Yield Alberta, Prairie Ag Catalogue, Ag in Motion Show Guides, 
Canada’s Outdoor Farm Show Show Guide, AgDealer and Agricole Idéal.

gross Dollars spent  Discount
20,001 - 50,000 2% 
50,001 - 150,000 3.5% 
150,001 - 250,000 5% 
250,001 - 300,000 7.5% 
300,001 - 400,000 9% 
400,001 +  10.5%

Cancellations 
No cancellations accepted after closing date. Cancellation of advertisements that 
have been set will be subject to production charge.

Liability 
Advertiser and advertising agency assume liability for content (including text, 
representations, and illustrations in advertisements printed) and also assume 
responsibility for any claims arising therefrom made against the publisher.

Colour reproduction 
Publisher will not be responsible for unsatisfactory reproduction of colour 
advertisements unless accurate colour proofs are supplied. 

Make-good insertion will not be granted on minor errors which do not affect the 
value of the whole advertisement. Publisher’s liability will not exceed the cost 
of the area of the space occupied by the error, whether the error is due to the 
negligence of its servants or otherwise. There shall be no liability for non-insertion 
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